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Abstract
This paper reviews the planning and implementation of a suicide prevention event titled ‘Stand
Up to Suicide’ held at The University of Akron in September 2018. This project was designed in
response to the rising suicide crisis. After reviewing various peer-reviewed articles,
communication methods, and interviewing various mental-health professionals, an event was
created and implemented to empower students to speak up about suicide awareness and get
connected to suicide prevention resources. While an average of 123 individuals die by suicide in
the United States every day, suicide is preventable. With a space to enter into the tough
conversation of suicide, this event gave opportunity for students, staff and community
members to unite under a message of hope. The impact of Stand Up to Suicide will proceed far
beyond the event’s day and has created a forum for the participants to continuing advocating
for suicide prevention.
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Executive Summary
Suicide has touched millions of lives across the world; young adults are no exception. In the
past 20 years, the suicide rate for 15 to 24 years old has increased by over 200 percent and is
now the second most common cause of death among college students (Centers for Disease
Control and Prevention, 2016). Unlike other leading causes of death, suicide is more readily
preventable. With the proper resources, suicide rates can decrease. However, because of the
heavily suppressing stigma that is carried in the suicide conversation, individuals face hefty
barriers to taking advantage of the resources that are available. This project involved the
strategic planning of an event to create a foundation for open dialogue about suicide
prevention at The University of Akron.
Event Outcome
123 chairs filled Coleman Common, a high traffic area of campus. Despite the drizzle of the day,
students and staff were drawn to the display. Messages of hope surrounded the chairs in the
form of yard signs, along with information that each chair represented one life taken by suicide
everyday. Passers-by were invited to write why they “stand up to suicide” on a sign and tape it
to the chair display. The University of Akron’s Counseling and Testing Center along with a
representative from the Summit Board of Alcohol, Drug Addiction, and Mental Health
Prevention handed out various suicide prevention resources, including bracelets with the
suicide crisis text line, pamphlets about Akron’s free counseling program, and a “how to help a
friend” tri-fold outlining how to respond if you are concerned a friend is considering suicide.
This display gathered 75 students, staff and community members to inform them of the crisis,
connect them to suicide prevention resources and empower them to engage into suicide
awareness conversations.
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Literature Review
To host a successful event, various communication theories will be applied to the planning and
execution of this project. The following theories will mainly shape the various messaging
strategies utilized in Stand Up to Suicide. Suicide statistics and event planning information will
also be reviewed and incorporated into the planning stages of this event.
Suicide Statistics
The revolving suicide statistic for this event is, “123 indiviuals die by suicide every day in the
United States” (Centers for Disease Control and Prevention, 2016). Although this is regarding
the American demographic, the suicide rates specifically for young adults reflect the need for
suicide prevention on college campuses.

(American College Health Association, 2015)
Health Belief Model
As this event merges both public relations and psychology, the first theory considered in
designing the event plan is the Health Belief Model (HBM). “The HBM is a socio-cognitive
approach that proposes that people are likely to engage in a given health-related behavior
5

when they believe the problem could have serious consequences for daily living activities, when
they believe the intervention will be effective, and when they perceive few barriers to taking
action” (Henshaw & Freedman-Doan, 2009, p. 425). In the arena of mental health, the HBM can
assist in developing messages that encourage mental health awareness.
The key concepts in the HBM are perceived severity, perceived susceptibility, perceived
benefits, perceived barriers and self-efficacy. When an individual perceives the severity of a
health behavior, believes they are susceptible, believes that they can avoid negative
consequences, believes they can overcome any barriers to action and believes they are capable
of the action needed, they will change their behavior.
Perceived severity describes how severe an individual perceives the consequences of a health
problem to be. For this event, it will not be difficult to address severity, as the consequence of
suicide is death. The suicide conversation centers on the loss of life, as will this event. The
second concept is perceived susceptibility. Perceived susceptibility refers to how likely a person
believes they are to be impacted by the health issue. The event will address this by emphasizing
the 123; 123 individuals die from suicide each day. This and other facts shared throughout the
event will emphasize how prevalent a problem suicide is, particularly among college age
students.
Perceived benefits is one’s belief that the advised action will reduce the problem’s impact. In
this event, this will be displayed through a definitive action for the public to take; coming to the
event to fill out a sign and get suicide prevention materials. By handing out materials that
address what do to if a friend is struggling with suicide ideation, the Crisis Text Line and the
University’s counseling services, students will be made aware of the easy and accessible suicide
prevention resources. The barriers for this suicide event include shame, embarrassment and
isolation for those who may struggle with suicide ideation. Upon identifying these, the barriers
can be reduced by having mental health professionals at the event available to discuss suicide,
creating a display to draw people over and having volunteers invite students in.
The Model of Stigma Communication
This event is founded on the message of “Standing Up to Suicide.” In a culture overwhelmed
with mental health stigma, the conversation around suicide is uneasy. ‘Stand Up to Suicide’ is
not only fighting for people to chose life, but to fight the stigma that suppresses the suicide
conversation. Stigma creates barriers for those in need of help to access treatment and
resources. Specifically, mental health stigma is defined as negative stereotypes about mental
disorders.
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“The misunderstandings of society about the various mental disorders result in stigma” (Smith
& Applegate, 2018, p. 384). To combat misunderstandings about suicide, proper
communication and education can be used to reduce the power of stigma. “The model of
stigma communication explains four types of content in health messaging. The stigma frame
includes (1) marks (cues that identify membership in a stigmatized group); (2) labels (terms
used to refer to a stigmatized group); (3) etiology (explanations for why someone became part
of a stigmatized group); and (4) peril (how stigmatized group threatens group functioning and
well-being)” (Smith & Applegate, 2018, p. 384). To avoid the stigma frame, event messages will
require intentionality in avoiding labels and marks and provide stigma-changing education in
the signage and tabling during the event.
Situational Theory of Publics
The Situational Theory of Publics defines the publics responses to various situations and how to
communicate and predict behavior with different types of publics (Cajigas, 2015, p. 299). The
target public can be categorized into three sub-audiences; latent, aware, and active. The latent
public are those who are susceptible, but unaware of the problem. The aware public is aware of
the problem and barriers, but may not feel personally connected. The active public has parallel
knowledge as the aware public, but in response to their likely personal involvement with the
issue, engage in seeking a solution. To successfully communicate the event’s messages to all
three publics, the Situational Theory of Publics will be used to craft the information. The
following is a blueprint of the three sub-audiences;
Scenario:
Suicide rates, specifically for young adults is on the rise and is now the second leading
cause of death for college students.
Public #1: Latent
The first public is impacted by the crisis but not aware. These include students who have
not personally had suicidal thoughts, do not know someone who has, and has not
directly lost someone to suicide.
Public #2: Aware
This public is aware of the reality of suicide. These include students who have been
affected by suicidal thoughts or attempts, know someone who has, or has lost someone
to suicide.
Public #3: Active
The final public is also aware of the reality of suicide, but has taken a stance to get help
and/or speak out against the stigma that tries to “hush” the conversation.
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The latent pubic is not unaware of the reality of suicide, but do not realize they are impacted.
Because of suicide’s severe consequences, it is important to address and inform them in a
sensitive, yet urgent way. This public also includes those who are uninformed about the
resources for suicide prevention. With the aware public, the event will expand general suicide
knowledge they have surrounding suicide. To move the latent to aware, this event will expose
them to messages about suicide with an obvious public installation: 123 chairs displayed in
Coleman Common. To move aware public to active, the students will be provided an “action”
opportunity by completing an “I stand up to suicide because” sign.
The Situational Theory of Publics also analyzes potential responses from each public. James
Grunig, creator of this theory, explains the variables that predict who will become an active
public by evaluating the level of involvement, problem recognition, and constraint recognition.
“Level of involvement is measured by the extent to which people connect themselves
personally with the situation. However, people do not seek or process information unless they
recognize the connection between them and a problem, which is the level of problem
recognition. Whether people move beyond information processing to the information seeking
behavior of active publics often depends on whether they think they can do something about
the problem” (Bowen, Rawlins & Martin, 2010, p. 237). Using this concept, it is vital to connect
every public to the intensity of this issue and the effectiveness of various suicide prevention
resources.
Constraint recognition in this theory refers to the various barriers that could prevent someone
from believing an issue can be overcome. In the suicide conversation, these barriers include
both psychological and physical aspects: low self-efficacy, disbelieving their actions can effect
their circumstances, not having suicide prevention resources, not having someone to talk to, no
access to the event, etc. Whether they believe suicide ideation can be managed, we will
communicate to them that help is available and effective.
Event Planning Literature
Due to the subject of this event, appropriate messaging strategies were researched. The Suicide
Prevention Resource Center outlines “Safe and Effective Messaging for Suicide Prevention”
includes Do’s and Don’ts of suicide campaign messaging. The document highlights the
importance of emphasizing help-seeking, prevention, listing warning signs, and highlighting
effective treatments for mental health problems. The Don’ts include romanticizing suicide,
normalizing suicide, presenting it an inexplicable, or includeing details or methods. (Gould,
2010).
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Research
On September 6, 2018 an interview was conducted with Shawna Hite, Program Director of Ohio
Suicide Prevention Foundation. The following questions were discussed during the phone
interview;
How should I be sensitive of the verbiage of this campaign?
What have made your mental health events the most successful?
How do I get bypassing students to engage with the event?
Upon reviewing my event plan, Hite suggested a variety of messaging strategies to improve the
effectiveness of the event. Regarding the statistic language, she explained the changes in
suicide verbiage. Hite encouraged me to change any “committed suicide” phrase to “died by
suicide” to be politically correct. Upon discussing how to draw passers-by to engage with the
event, Hite connected me with various free giveaway materials. She provided a contact who
provided the suicide Crisis Text Line giveaways, including phone wallets, pens, highlighters,
buttons and bracelets. She explained the impact of the draw of having free items to give away,
and utilizing them to invite people over to the table.
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Event Plan
Goals, Objectives, Strategies & Tactics
Goal One: Increase awareness of suicide statistics.
Objective 1: Awareness: Increase the number of University of Akron students who are
aware that an average of 123 individuals die by suicide every day, by 75 students, by
October 1, 2018.
Strategy 1: Using a visual installation, display the magnitude of the statistic, 123
people die per day is the U.S. from suicide, convincing students that suicide is a
big problem.
Tactic 1: Display 123 chairs in the Coleman Common; a high traffic
outdoor area on campus to represent the average of 123 individuals who
die by suicide every day.
Overview: To display the magnitude of 123 people dying every single day
from suicide, the chairs turn a number into a reality. These chairs will be
the focus of the event to draw passers-by in.
Preparation: In preparation, the University conference services will be
contacted through representative Brenda Reichert to order 125 chairs
and 2 tables for the event.
Deliverable: The chair display is the deliverable.
Message: The message communicated through the chair display is a
visual representation to show the reality of 123 people dying from suicide
every day.
Communication: Visual communication will be utilized.
Budget:
• 125 chairs: $125
• 2 tables: $20

Tactic 2: Distribute event posters across campus.
Overview: Posters will be designed, printed and posted featuring “Stand
Up to Suicide” event information and the previously stated suicide
statistic.
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Preparation: A poster will be created to promote the event and two days
before the event takes place, will be posted at various high-traffic
locations throughout campus including Bierce Library, the Student Union
and Kolbe Hall.
Deliverable: The poster created for this tactic is the deliverable.
Message: The poster will contain the following information:
• On average, 123 individuals die by suicide every day.
• “Don’t Sit in Silence, Stand Up to Suicide” tagline
Communication: The poster will communicate event information and the
suicide crisis to the students and staff at the University of Akron.
Budget:
• 50 posters from Canva.com: $30

Tactic 3: Utilize lawn signs to display suicide statistic.
Overview: In addition to the chair display, an explanation of what the
chairs represent will be posted via lawn signs around the chairs.
Preparation: To explain the display, the event’s main suicide statistic will
be included with the chairs. Lawn signs will need to be ordered and then
made.
Deliverable: The lawn signs created for this tactic are the deliverable.
Message: The lawn signs will contain the following information:
• On average, 123 individuals die by suicide every day.
• 1 chair = 1 life lost to suicide everyday
Communication: Written communication will be utilized.
Budget:
• 10 yard signs from Amazon: $75

Tactic 4: Submit statistic and event details to Zip Mail.
Overview: Zip Mail is a bi-weekly email sent to University of Akron
students regarding various on-campus events. To increase students’
awareness of the suicide crisis, the 123 statistic will be published on an
edition of Zip Mail.
Preparation: The event message for Zip Mail will need to be written and
submitted a week before the event.
Deliverable: The Zip Mail event “flyer” is the deliverable.
Message:
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• Suicide crisis and statistics
Communication: Written communication will be utilized.
Budget:
• NA
Tactic 4: Invite WZIP to cover the event.
Overview: To extend the impact of the event and continue sharing the
suicide crisis and help available, ZTV, The University of Akron’s television
station will be approached to attend Stand Up to Suicide and cover the
event as a news story.
Preparation: In preparation, the producer of the ZTV show, Lights
Camera Action!, will be contacted. Event details will be provided.
Deliverable: The video produced will serve as the deliverable.
Message:
• Stand Up to Suicide’s impact at The University of Akron
Communication: Visual communication is utilized with this video.
Budget:
• NA

Goal Two: Increase awareness of suicide prevention resources.
Objective 2: Awareness: Increase the number of University of Akron students who are
aware of the Suicide Crisis Text Line and on-campus counseling resources by 50 students
by October 1, 2018.
Strategy 1: Communicate to the students of the easily accessible suicide text
line, helping students believe they’re capable of using prevention tactics and by
texting the number, can avoid unwanted consequences.
Tactic 1: Post event and suicide statistic on various promotion materials.
Overview: Along with informing the audience of the suicide crisis, it is
vital to also provide prevention materials. By placing the Crisis Text Line
on all the event materials, the audience will be more informed of this
easy-access prevention tool. The events posters and “I stand up to suicide
because” signs will both feature the text line.
Preparation: The Crisis Text Line is a 24/7 support anyone in crisis. In the
suicide prevention conversation, it is a highly promoted tool as it is easy,
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safe, free, and anonymous. It is commonly used in suicide prevention
campaigns.
Deliverable: The posters and printed signs.
Message:
• Crisis Text Line, Text 4hope to 741741
Communication: Written communication will be utilized.
Budget:
• NA

Tactic 2: Submit statistic and event details to Zip Mail.
Overview: Zip Mail is a bi-weekly email sent to University of Akron
students regarding various on-campus events. To provide suicide
prevention resources to students and staff, the Crisis Text Line will be
published on a “Stand Up to Suicide” message on Zip Mail.
Preparation: The event message for Zip Mail will need to be written and
submitted a week before the event.
Deliverable: The Zip Mail event “flyer” is the deliverable.
Message:
• Crisis Text Line, Text 4hope to 741741
Communication: Written communication will be utilized.
Budget:
• NA

Strategy 2: To display a broader range of resources, partner with the campus
Counseling & Testing Center and Summit Alcohol, Drug Addiction and Mental
Health (The Summit ADM Board to connect students to increase suicide
prevention awareness from professionals in the field.
Tactic 1: Coordinate with the University Counseling & Testing Center to
staff a table and share resources at the event.
Overview: To increase the effectiveness of this event, experts in the
mental health field will be contacted. In order to connect students to
campus resources, representatives from the University Counseling &
Testing Center will be invited to attend the event, and staff a table to
pass out information about services and suicide prevention materials.
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Preparation: To share the information regarding the counseling services
on campus, a meeting will be held with Natacha Keramidas, director of
outreach programming for the Counseling & Testing Center.
Deliverable: The tangible materials will serve as the deliverable.
Message:
• To the Counseling & Testing Center, the purpose and details of
this event will be discussed and their attendance at the event
proposed.
• From the Counseling & Testing Center at the event, handouts will
be available about Akron’s counseling services, how to help a
friend and Crisis Text Line pencils.
Communication: Oral communication will be utilized when the
Counseling Center representatives interact with the students; written
communication used in informative handouts.
Budget:
• NA

Tactic 2: Coordinate for the Summit Alcohol, Drug Addiction and Mental
Health (The Summit ADM Board) to attend the event and share suicide
crisis text line resources.
Overview: To increase the effectiveness of this event, experts in the
mental health field will be contacted. In order to connect students to
local resources, representatives from the Summit ADM Board will be
invited to attend the event, and staff a table to pass out information
about services and suicide prevention materials.
Research/Preparation: To share the information regarding various local
suicide prevention organizations, Lucky Tisch, Communications &
Outreach Coordinator for Summit ADM will be contacted.
Deliverable: The tangible materials will serve as the deliverable.
Message:
• To the Summit ADM, the purpose and details of this event will be
discussed and their attendance at the event proposed.
• From the Summit ADM at the event, various Crisis Text Line
“freebies” will be available, including buttons, phone cases,
pencils, and stickers.
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Communication: Oral communication will be utilized when the Summit
ADM Board representatives interact with the students; written
communication used in the material handouts.
Budget:
• NA

Goal Three: Increase student’s confidence about their ability to engage in suicide prevention
conversations.
Objective 3: Action: Have an effect on action, specifically to attract 75 members of the
University of Akron campus to attend an event on September 26, 2018, and become
part of the active public in suicide prevention.
Strategy: Communicate to members of the campus what the event entails and
ask them to come and share their messages of hope with one another by
creating a sign.
Tactic 1: Distribute event posters across campus.
Overview: Posters will be designed, printed and posted and will feature
‘Stand Up to Suicide’ event information and the previously stated suicide
statistic.
Preparation: A poster will be created to promote the event and two days
before the event takes place, will be posted at various high-traffic
locations throughout campus including Bierce Library, the Student Union
and Kolbe Hall.
Deliverable: The poster created for this tactic is the deliverable.
Message: The poster will contain the following information:
• Where and when details of the event
• “Don’t Sit in Silence, Stand Up to Suicide” tagline
Communication: The poster will communicate event information and the
suicide crisis to the students and staff at the University of Akron.
Budget:
• 50 posters from Canva.com: $30

Tactic 2: Submit statistic and event details to Zip Mail.
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Overview: Zip Mail is a bi-weekly email sent to University of Akron
students regarding various on-campus events. To get increase the
amount of students aware of the event and share the suicide statistics
and Crisis Text Line, Stand Up to Suicide will be submitted to Zip Mail.
Preparation: The event message for Zip Mail will need to be written and
submitted a week before the event.
Deliverable: The Zip Mail event “flyer” is the deliverable.
Message:
• Event details for Stand Up to Suicide
Communication: Written communication will be utilized.
Budget:
• NA

Tactic 3: Collaborate with The Buchtelite for a featured story on the
event.
Overview: To promote the event, The Buchtelite, The University of
Akron’s news source, will be approached to write a story leading up to
the event and a review post-event.
Preparation: In preparation, the editor of The Buchtelite, Brooklyn
Dennison will be contacted.
Deliverable: The articles written will serve as the deliverable.
Message:
• The first story will be an event promotion
• The second story will cover the event’s impact
Communication: Written communication is utilized with these articles.
Budget:
• NA

Tactic 4: Invite students to fill out an “I stand up to suicide because” sign.
Overview: The “action” portion of this event is an opportunity for
students to speak up about why the support suicide prevention, and
stand up to suicide. This will be done through an “I stand up to suicide
because” sign that students will be invited to fill out. The students will be
encouraged to take a picture with their sign, posting on social media with
#UASTANDSUP, and take their sign to the chair display.
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Preparation: In preparation, these signs will need to be designed and
printed. A poster on the sign-making table will outline the steps of what
to do with the sign. Volunteers will be available at the table to instruct
participants.
Deliverable: The tangible materials will serve as the deliverable.
Message:
• “I stand up to suicide because”
Communication: Written communication used with the signs.
Budget:
• NA

Budget
No funds are provided for an honors project event, thus, the money will be raised utilizing Go
Fund Me. The total budget for the materials required for this event is $275, which will be raised
through donations. The following is a breakdown of the budget:
ITEM
123 chairs & 2 tables

BUDGET
$150

COST
$143.00

50 (8 by 11) posters
10 Lawn Signs
20 Markers
5 Rolls of Tape
300 “I stand up…”
papers
TOTAL

$30
$75
$5
$5
$10

$28.00
$37.99
$5.00
$5.00
$47.35

$275

$266.34

SUPPLIER
The University of
Akron
Canva.com
Walmart.com
Dollar Tree
Dollar Tree
Staples.com
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Event Implementation Report
The foundation of this event was
in response to the suicide crisis
sweeping across the United
States, touching the lives of
thousands of college students
every year. To best prepare,
various mental health
professionals were collaborated
with including Shawna Hite,
Program Director of Ohio Suicide
Prevention Foundation, Natacha
Keramidas, director of outreach
programming for the Counseling and Testing Center, and Lucky Tisch, Communications &
Outreach Coordinator for Summit ADM. Through this partnership, the broad event idea was
shaped. To best display the need for suicide prevention, the magnitude of the suicide crisis
would be shown through 123 chairs placed in a common outdoor area on campus, Coleman
Commons.
Before the event materials could be purchased,
money needed to be raised. Two weeks before the
event, using a Go Fund Me posted on Facebook, 255
dollars were raised by 12 people. This money was
used to rent the display chairs, promotion materials
and the “I stand up to suicide because” signs.
To promote the event, various University of Akron
organizations were informed and asked to share
with their organizations. Active Minds, a new
mental health club on campus received a
presentation on the event and were invited to
volunteer and/or attend. The president of Public
Relations Student Society of America was invited to
share and put the event’s details in their email.
Three small groups from Campus Focus, Delight
Ministries and Alpha Delta Pi, Beta Tau Chapter,
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shared the event on their prospective GroupMe messengers. Volunteers were needed to assist
in running the event; in addition to inviting members from Active Minds to volunteer, a
volunteer form made using Jot Form and shared on Facebook.
For further promotion, a Facebook event was created of which 50 people engaged with and 10
people shared. 50 posters were designed, printed and placed around campus in high traffic
areas of the Student Union, Bierce Library, Kolbe Hall and the Honors College. The final logistics
included inviting an event photographer, sending information to the signed up volunteers and
physically setting up the chairs, yard signs, and tables.
On September 26th between 11 a.m. and 1 p.m., over
75 students engaged with “Stand Up to Suicide.” 66 of
those campus members created an “I stand up to
suicide because” sign that decorated chairs, creating an
even more impactful display. Students interacted with
representatives from the Testing and Counseling Center
and ADM board and walked away with various suicide
prevention materials including Crisis Text Line bracelets,
buttons, pens, pamphlets on Akron’s counseling
services, and “How to help a friend” pamphlet. A video
crew from WZIP and the editor of The Buchtelite
attended the event to interview attendees and both
created stories on the impact. It was clear; students,
staff and community members walked away hope filled.
Despite the somberness and seriousness of suicide, this
event provided hope and resources for those at risk.
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Evaluation
Objective 1: EXCEEDED
Although the count of students who read one of the 50 posters on campus and/or bypassed the
chair display and lawn signs cannot be calculated, approximately 80 individuals actively
participated in the event. Therefore at least that number of students and likely a higher number
of students became aware of the suicide statistic displayed.
Objective 2: EXCEEDED
Both the University’s Counseling & Testing Center and the Summit Alcohol, Drug Addiction and
Mental Health board attended the event to pass out various suicide prevention materials. In
addition to almost 60 students receiving these materials, the Crisis Text Line was included on
the event poster adding additional hundreds of students who read the nearly 50 posters around
campus.
Objective 3: EXCEEDED
Over 75 students attended the event; 66 of those filled out an “I stand up to suicide” sign to
tape on the chair display. 4 Instagram, 5 Twitter and 4 Facebook posts were made regarding the
event; 6 of which were students and staff sharing their “I stand up to suicide” sign. The
University of Akron Twitter page posted about the event, receiving 38 retweets and 137 likes.
The Buchtelite wrote an online story both before the event to promote it and after the event to
share the impact and it was featured in their October printed issue. WZIP attended ‘Stand Up to
Suicide’ and covered the story on their “Lights, Camera, Akron!” television show.
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Reflection
The idea for this event was birthed during the research stage of the event formation. The
University of Minnesota hosted a similar event in 2016 where they displayed 1,100 chairs to
represent the 1,100 college students that die by suicide every year. Eight of their University’s
student organizations united to plan their version of ‘Stand Up to Suicide.’ I knew the moment I
read about their event, that the University of Akron could benefit from something similar.
While one person cannot take the place of eight organizations, I was able to bring a smaller
scale version to our campus.
In the beginning stages of this event, I reached out to the University of Minnesota to get in
contact with someone about the event, but came to a dead end with no contact available. It
would have been beneficial to get detailed information of how they hosted their event, to have
better prepared mine.
From collaborating with various media outlets, raising all the funds needed, ordering the event
materials, seeking volunteers, and promoting the event, ‘Stand Up to Suicide’ became a second
job. While overall I count the event as a success, there were many details that reflected my lack
of event-planning experience, of which can be imrpoved moving forward.
Weather was a constant concern leading up to event, but I blindly ignored the idea of a rainplan and continued in the preparation of this outdoor event. During setup and the first 15
minutes, it rained. This impacted the success of the event as, although Coleman Common is a
high traffic area, when the weather is bad, the amount of bypassing students drops
dramatically. In addition, the table signs made along with other event materials were unusable
due to the rain. In recreating this event, I would plan either a rain date or host the event
indoors.
A handful of little details could be smoothed out if I were to ever plan this again. Starting with
the markers. Due to the tight budget, I bought Dollar Tree markers for the signs. I didn’t think to
test them before hand, but ended up being very low quality and running out of ink within
minutes.
I would have also liked to partner with more organizations on campus. I spoke at an Active
Minds meeting about the event, had it included in our Public Relations Student Society of
America chapter email, contacted three small groups from Campus Focus, two sorority
representatives, but did not have the time available to keep up with these contacts leading up
to the event and did not see a big turn out from any of these organizations.
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In regards to inviting participants to post a picture with their “I stand up to suicide” sign on
social media; the communication was lacking. There was a poster on the table outlining the
steps with the sign, number three being “take a picture and post using the hashtag
#UASTANDSUP,” but was not communicated otherwise.
One of my favorite parts of the event was having the pictures after; inviting a photographer
friend of mine who donated her time to photograph the event made the impact last longer and
further as, the photos were posted on social media and liked by over 134 people.
Overall, watching students, staff and community members unite under the challenging
conversation of suicide prevention was breath taking. As I read through every sign written,
tears stung in my eyes. “I lost family too soon,” “My best friend lost his life to his depression,”
and “I’ve attempted it before,” made my passion behind this event increase ten-fold. Every
person who interacted with ‘Stand Up to Suicide’ hopefully walked away more confident in
their ability to engage in suicide prevention conversations, with resources in hand.
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